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BOTANICAL 


325 WEST MADISON STREET 
For 37 Years the Leading Decorative House 
Catalog Upon Request 


THE KOESTER SCHOOL 


367 WEST ADAMS STREET 
Correspondence Instruction 











W. L. STENSGAARD & ASSOCIATES, INC. 


MERCHANDISE MART 
Window Display Producers and Counsellors 








NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 
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MESSMORE & DAMON, Inc. 


Creators of Mechanica! Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 


MILEO’S NEW LINE OF MANNEQUINS ; 


Will either sit or stand—-Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 














J. R. PALMENBERG’S SONS, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


89 WEST THIRD STREET 





EINSON-FREEMAN CoO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 











THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
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The window display that held them 
spellbound in the Portland (Ore.) Fall 
Opening is the Fritz Von Schmidt 
NRA display for Lipman Wolfe & 
Company. The display occupied one of 
the huge corner windows and was car- 
ried out in red, white, blue, and gray. 
The formal gowns were, of course, in 
red, white, and blue. The huge wheel 
revolved around the picture of the 
President. The eight major points of 
the President’s recovery program are 
shown on the eight cogs—reconstruc- 
tion, gold circulation, farm relief, C. 
C. C., home loan, beer, child labor, and 
employment. The background of the 
display was in white, the window floor 
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PISTM 


RISTMAS€ 


Gulawt 


Christmas calls for your best displays. Your win- 
dows, store interior, booths and floats must not 
only be attractive but must sell merchandise. Cut- 
out figures, letters and decorations will give them 
interest value and sales appeal. 






Xmas Cutawl Helps Free 
To show you how cutouts made with the Cutawl 
are used for the newest and most effective Xmas 
decorations, we have prepared 29 Xmas, Winter 
and Southern Resort display suggestions. These 
will be sent you free on request. : 


EASY PAYMENT PLAN 


By making your own cutouts you will save enough money on your 
Christmas decorations to pay for the Cutawl. A small down payment 
brings you a machine. Then the savings the Cutawl makes will more 
than meet the monthly payments. There is no reason to delay longer 
and handicap yourself and your store. Send the coupon at once for 
full information. 


INTERNATIONAL REGISTER COMPANY 


Santa Claus figure 6 
ft. high cutout of 1 
inch pine with the 
Cutawl by Lynn Burt, 
Philadelphi, Pa., for 
interior and exterior 
use. 











13 South Throop Street Chicago, Illinois 
USE INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago 11-33 
THIS Please send me full details Name 

of New K9 Cutawl and your pr rnenm 








C OUP ON Easy Payment Plan. sp — 
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Dortiand Window Displays 
Feature Fall Fashions 


By JOHN TIMOTHY 
Publicity Specialist 
Portland, Oregon 


Patz opening, the most important fashion event of Portland 
merchants for Portland women and men, was held September 
14, 15 and 16, and crowds attended the formal opening of the 
windows Thursday evening. Our consideration of this impor- 
tant style event will be concentrated on window backgrounds 
rather than on styles—the styles will speak for themselves. 
It is unfortunate that several displays cannot be shown, par- 
ticularly the Charles F. Berg displays, but they were so de- 
signed that a photograph could not be taken that would ef- 
fectively reproduce the background; the Meier and Frank dis- 
plays are not included in this story simply because DISPLAY 
WORLD is preparing a series of articles on Mr. Tennent’s 
backgrounds and as the fall opening backgrounds are to be 
included in that group, DISPLAY WORLD readers will 
learn of Mr. Tennent’s displays later. 

Perhaps the most effective display from a standpoint of 
pulling power was the Fritz Von Schmidt, Lipman Wolfe & 
Company, NRA window. This window is reproduced on the 
cover, and it certainly stopped traffic. The huge corner win- 
dow at Fifth and Washington was devoted to this display. 
The window background was white; the revolving wheel was 
in dark blue and grey with the eight pictorial panels devel- 
oped in warm colors; the formal costumes were in red, white, 
and blue. A more detailed description of this display will be 
found on the contents page. 

Fritz Von Schmidt’s entire front was hung in white cur- 
tains. Smart merchandise arrangements were effected by bal- 


ancing one or two figures against & colorful panel inspized by 
dynamic symmetry principles—all dynamic symmetry panels 
were created and painted in oil by Mr. Schmidt. A modern 
note was introduced by Mr. Schmidt in all of his displays by 
the clever arrangements of glass with which he created con- 
structional forms for the presentation of accessories. The 
modern ferns were imported from California. They are 
known as Bird’s Nest ferns. 

The most original Yon Schmidt presentation displayed 
millinery. This display was worked out in glass and string. 
The glass panel was supported by string; the string contained 
the colors found in the spectrum. The three hats featured on 
the extreme left of the window were important fall colors. A 
small group of accessories on the extreme right side of the 
display achieved the necessary balance. 

Paul Durand, display director, Olds Wortman & King, 
created some very lovely windows. One of his outstanding 
displays appeared in his West Park and Alder corner. It is 
shown at the bottom of page 4. The entire display was a 
symphony of gold. The window background was in rich tan, 
brown, and gold. The frosted glass panels, illuminated from 
behind, suggested rich autumn leaves; the windows and door 
were curtained in a rich brown fabric. The window floor 
was in gold blocks. The figure was gowned in gold lace. 
The flowers were in yellow and orange. 

The rich, circular background design created by 


Mr. Durand was in five shades of brown — shad- 
Slee 





ing from yellow into 
dark brown. The win- 
dow floor featured a 
strip of copper. The 
autumn scene in _ the 
circular panel was in 
shades of tan and brown. 
The gown, accessories, 
and flowers were in com- 
plementary colors. 


For a series of about 
six displays, Mr. Dur- 
and developed the back- 
ground idea containing 
a center panel of inter- 
laced copper strips which 
sort of framed several 
sprays of rich, colorful 
cut-out autumn leaves. 
These cut-out leaves 
were in bright reds, yel- 
lows, orange, and tan; a 
velour fluff effect was 
introduced on the cut- 
out leaves. The window 
floor in this series of 
displays contained cop- 
per panels on which the 
merchandise and acces- 
sories were placed. 


L. A. McMullen, in his Eastern Outfitting displays, intro- 
duced a very modern background idea by developing a clever 
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trim on the columns as well as other decorative effects was in 
gold. For a display of men’s wear, Mr. McMullen changed 


unitized setting which was employed for all displays. The the color scheme of the background to silver and grey. For 


background consisted of two modern columns, a modern rail- 
ing effect with the bars of the railing separated by round, 
wooden balls, and a center panel which contained an illumi- 
The column effects, as well as the 
broad expanses of background, were painted a rich tan; the 


nated, frosted glass panel. 


the island windows, Mr. McMullen eliminated the center 
panel, introduced a raised, circular platform between the 
columns on which fall fashions were displayed. The fixtures 
in the windows developed the same decorative scheme—circu- 
lar railing effects and round balls. 


The Charles F. Berg 
display referred to ear- 
lier in this story devel- 
oped a hanging : back- 
ground, which consisted 
of sheets of corrugated 
copper and plain copper 
panels on which modern 
designs had been etched. 
Because the background 
hung from the ceiling, 
some 20 feet from the 
window floor and ap- 
proximately 8 feet above 
the regular window val- 
ance, the reader can ap- 
preciate just why a :pho- 
tograph could not: be 
taken that: would do the 
displays:. justice. The 
background hung to 
within 18 inches of the 
window floor and imme- 
diately above a _ long 
black platform on which 
the fall fashions were 
displayed. Large bowls 
of autumn flowers carry 
out the color schemes 
of the merchandise. « 
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—The lovely fall formal display on page 3 shows 

the corner window at The Eastern Outfitting 

Company. The background was in yellow, tans, 

and golds. The center panel of glass was illu- 
minated from behind— 


—The most modern display on the Portland 

front is shown at the top of the opposite page. 

Fritz Von Schmidt, Lipman Wolfe & Company 

is creator. The spectrum is produced in colored 
string— 


—One of Olds Wortman & King’s three large 
corner windows is shown at the bottom of the 
opposite page. The display background and floor 
is in gold; the figure is gowned in gold lace— 


—A Fritz Von Schmidt formal display is pictured 

at the top of this page. The display panel is in 

white, with the dynamatic symmetry design in 

violet magenta shading through to emerald 
green— 


—The second display from the top of this page 
is another creation by Paul Durand for Olds 
Wortman & King. The background shades 
through from yellow and tan to brown and gold. 
The window floor is brown and copper— 


—The third display from the top on this page is 

still another Paul Durand production. The back- 

ground panel is in strips of copper and highly 

colored, cut-out fall leaves. Copper is also used 
on the window floor— 


—Two wool suits are featured in the bottom 
display reproduced on this page. The dynamatic 
symmetry design has a carbon grey background, 
the design being produced in emerald green 
through to turquois blue. The ferns used in the 
Lipman Wolfe displays are called “bird’s nest”— 
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Rarker Bros. Century of 
Drogress Displays 


By J. R. STEWART 


Barker Bros. 
Los Angeles, Calif. 


Wirn the Century of Progress exposition in Chicago fo- 
cusing the attention of America on modtrn developments in 
science as well as on modern building developments, home 
furnishings, decorations, and home appliances, Barker Bros., 
Los Angeles, devoted several weeks to the exploitation of the 
event. The presentation was store-wide. Every department 
was represented. Every modern decoration scheme as well 
as modern decorative techniques was either shown or demon- 
strated. Every new and modern home appliance was dis- 
played in the show. Several model rooms suggested new 
furnishing ideas, while the entire battery of show window 
displays were decorated in complete harmony for the event. 
(If a customer hadn’t seen the papers, the window displays 
would inform her that Barker Bros.’ Century of Progress 
exploitation was in order.) 

It really isn’t necessary to comment upon the success of 
the show. The store was visited by many new customers, 
and many Los Angeles homes effected new interior decoration 
schemes suggested by Barker Bros.’ Century of Progress dis- 
plays. It didn’t matter whether the room redecorated was the 
dining room, the living room, the library, the den, the kitchen, 
bedrooms or bathrooms, Barker Bros.’ show covered every 
decorative possibility. The new in everything from floor 
coverings, wall coverings, draperies, mirrors, and pictures, to 
furniture, and furnishings reflected the modern trend. The 
reader can appreciate the complete coordination of decoration. 


The Century of Progress exposition proved to be tremen- 
dously successful, and while the fair was scheduled to close 
on October 31, there is no reason why certain modern store 
events in the near future cannot be patterned after Century 
of Progress displays, with direct reference given to the 1933 
exposition.. We cannot question the constructive influence of 
the fair; and while new decorations and designs will be 
created for future trends, their conception will be traced to 
the Chicago exposition. This consideration of new decora- 
tives simply means that the store being fortunate enough to 
own a set of Century of Progress posters or faintings had 
better keep these displays in good condition because the 
future will afford many opportunities for use. They will 
indicate the changing trend, and direct comparison is always 
interesting. 

In the Barker Bros. window displays, modern decorations 
as well as modern methods of display were employed to 
effect the best possible showing of merchandise. Most every 
display carried a large poster of some Century of Progress 
building design. These posters were in natural colors. Each 
poster was framed. The posters did not appear in furniture 
displays, as their appearance in such displays would have 
introduced a very foreign item of decoration. The posters 
were only used in displays of items like china and glass wear, 
rugs, radios, draperies, etc., where they became an intricate 
part of the display set-up. The posters in some instances 


& 
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—A description is hardly necessary as far as the 
smart, modern “Century of Progress” contempor- 
ary bedroom suite is concerned. The suite is in 
maple and laurel in their natural wood tones. 
The furnishings of the suggested room are com- 
plementary in every respect— 


—The “Hall of Science” is used as a display 
panel for this interesting presentation of radio 
development. The large panel on the background 
shows the actual development that has been made 
in radio tubes during the past ten years— 


—The lovely display of china and glassware has 
for a background panel the “Federal Group.” 
The display fixtures, inspired by the architecture 
of the “Century of Progress,” graphically suggest 
the display simplicity possible by employing 
geometrical principles of design to merchandise 
presentation— 
—The “Travel and Transport Group” panel adds 
a certain distinctiveness to this rug display. The 
panel depicts the modernity of 1933, while the 
merchandise featured in the window supports 
“The Century of Progress.” Simplicity of line 
and form in the merchandise arrangement is 
evident— 





were placed flat on the window floor; the posters in other 
instances appeared on the window background or they were 
introduced in some part of the display. 

The modern bedroom display pictured with this article 
proved very interesting. The bedroom suite was of maple and 
laurel wood in their natural tones. A rich rug covered the 
window floor, while a very modern window drape framed the ee 
windows. The interesting and modern use of mirrors for 
wall decorations will prove worth studying. The lamps in 
the room are identical—the only difference being in size. 
Notice the smart use of pictures by the vanity, also the intro- 
duction of accessories. 

The display of rugs and draperies proves that these rather 
clumsy merchandise items can have modern displays. The 
large rug in the center of the window hangs from a modern 
rug fixture which is used by Barker Bros. in their rug presen- 
tations. The use of this modern rug displayer makes it pos- 
sible to hang a rug anywhere in a window, and it prevents 
the possibility of background damage. Several pieces of 
modern drapery material are draped over the center rug. 
Several small rugs appear on each side of the center display. 
Modern display accessories consisting of lamps, modern 
tables, flower bowls, flowers, and metal birds are used in the 
window. 

The display of china and glassware presents a modern set- 
ting that is truly worth consideration. Two large construc- 
tional displayers appear on each side of the Century of Prog- 
ress poster; these displayers give the merchandise height. 
The line and form of the merchandise display follows geo- 
metrical principles of design which is so necessary where 
good, modern display is to be achieved. Study the technique 
introduced in the lining-up of the merchandise; study this 
lining-up as it is naturally related to the line and form of 
the display. Another interesting consideration is the division 
of the display; the display has been divided into two sec- 
tions—due to the stepping up of the window. One section— 
the section on the left—has been developed in light colors for 
the display of china; the other section—the section on the 
right—has been developed in black for the display of glass- 
wear and china. Another window display, quite similar to 
this window so far as set-up is concerned, displayed silver- 
ware, 

The radio display, also pictured with this article, presented 
a very graphic account of radio’s development during the past 
ten years. The large poster panel on the window background 
presented actual radio tubes, showing the tubes of 1922-23, 
contrasted with the tubes of 1933. 
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Thinking About Winter 
and Jpring Displays 


Now that the Christmas displays are in the course of in- 
stallation, the next group of displays to consider are window 
presentations of winter merchandise, southern fashions, and 
early spring cleaning. We will consider spring displays 
more thoroughly next month; and while our southern fashions 
display is confined to but one idea, that idea is broad enough, 
as we shall soon explain, to permit the adaptation of several 
fashion presentations. 

THE UNDERWEAR SITUATION 

Let’s give the men’s underwear department a break. Un- 
derwear displays are usually so very ordinary, and under- 
wear displays can be merchandised very effectively. Our 
window set-up calls for a perfectly plain window background 
—preferably white—against which three gigantic cut-out 
reproductions of very modern figures are placed. The set-up 
will be arranged in three units, with the merchandise being 
displayed on a floor platform. The gigantic figure representa- 
tive of the line of underwear being featured in each unit will 
dominate that display. Three lines of goods would be repre- 
sented—full length garments; knee length garments; and 
athletic garments. 

CRUISE CLOTHES 

The Cruise Clothes display is our consideration of a 
southern fashions display. The window is divided into three 
units; each unit of merchandise would be arranged in front 
of an appropriate background panel. The background panels 
would be framed in the circular frames—these frames can be 
developed to represent a life preserver, or they can represent 
a porthole. A very smart color scheme would be, marine 
blue background, hemp yellow ropes supporting the life pre- 
servers, with the life preservers being worked out in white; 
the floor platforms will be white or silver. By changing the 
fashion designs on the background, men’s wear can be dis- 
played in front of this background. We suggest that you 
change the fashion designs to represent the merchandise being 
featured in the display—whether it is bathing suits or for- 
ma! wear. 

HOW’S SISTER’S HAIR? 

Does your store have a barber shop for kiddies? If it does, 
here is an interesting ensemble panel design that will promote 
business for that department. A very modern set-up will dis- 
play appropriate hair preparations cr merchandise like hair 
bows, brushes, combs, etc. 

SPRING CLEANING 

Where is the store that doesn’t display merchandise from 
the housewares department when spring cleaning is the topic? 
This interesting unit display—or it can be developed to fill a 
complete window—consists of a modern displayer for mops, 
brooms, cleaning preparations, soaps, etc., to be placed several 
feet in front of a cut-out figure representing spring cleaning. 
The merchandise mentioned will be displayed on the fixture. 
The background of the display will be in black; the cut-out 
figure will be reproduced in white and grey. 

WINTER 

We couldn’t get through the winter without a display of 
winter sportswear. This ensemble panel can be used as a 
background piece for displays of men’s sportswear or ladies 
sportswear. The panel can be reproduced in black, white, 
and silver, or in natural colors. 

FIXTURE SET-UPS 

We haven’t indicated any fixture set-ups this month; 

rather, we have confined our set-up drawings to just the 


actual window and background arrangement. The top set-up 
drawing shows the form of the background for the under- 
wear display. The center drawing shows the form of the 
cruise clothes display. The bottom set-up drawing shows the 
form of the disp!ay merchandising clothes for your winter 
travels. In every set-up we suggest a very modern arrange- 
ment of fixtures, with their line and form closely following 
geometrical arrangements. 
CLOTHES FOR YOUR WINTER TRAVELS 

While our consideration of displays seem to run masculine, 
it will be a very simple matter for the windowman to change 
the silhouette sketches suggested on this background to femi- 
nine forms for a display of ready-to-wear. Our background sug- 
gests men’s wear, and the merchandise would be confined to 
the appropriate clothes to be worn for each sport or occa- 
sion suggested by the background silhouettes. Develop a 
modern color scheme for this background. 
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Style Returns to Form 


By A. D. McAGHON 
Publicity Department, Kresge Department Store 
Newark, N. J. 


Tue two all-important factors of retailing have always been 
price and style, but the last few years and, more especially, 
last year, price has taken on such importance that the style 
factor has become exceedingly subordinated. 

This fall, however, with adjusted conditions, with its 
gradual return to normalcy, style will play a more important 
role. With this thought in mind, Jerome E. Walter, display 
manager of the Kresge department store has developed a 
unique idea to present high fashions to the customer quickly 
—while it is still style news and in a way that dramatizes 
its style appeal. 

This idea takes the form of display units, placed at various 
strategic points around the store they are called fashion out- 
posts and are identified by a striped sentry box, a wooden 
soldier and a wooden lady of fashion. On these units are 
placed brand new fashion merchandise the minute it reaches 
the store. A new color or fabric, novelties, fashion innova- 
tions, anything that is characterized by newness and style- 
authenticity. 

These units are found on main floor ledges and also in the 
ready-to-wear,, shoe and millinery departments. In addition 
to these units are two main floor accessory shops also called 
fashion outposts where new colors or fabrics in accessories 
are assembled in ensembles. 

Already the store has found that the customers look to these 
fashion outposts for style ideas. Another noticeable result 
is that they give the buyer an incentive to buy high-fash- 
ion merchandise because they know it will be promptly and 
effectively displayed. It gives the store “the jump” on com- 


petitors because new styles can be thus displayed before the 
competitor can schedule a window on similar merchandise. 

The fashion outposts were introduced by three window 
displays. The window background shows the sentry box and 
wooden figures with the copy “Introducing the Fashing Out- 
post—where the last word in fashion is seen first.” A large 
showcard in each window reads: 

“A new color—a new fabric—a new fashion—whether by 
Chanel, the vivid Chiaparelli or any of the other first minds 
of Paris—these and other modern fashion-flashes you'll find 
first at the fashion outposts—located at strategic points 
throughout the store. Look for them! 

In one window a smaller show card reads: 


“A NEW COLOR—EEL GREY 

Schiaparelli has discovered that nothing is so in- 
tensely modern as the shade she calls eel grey—divine 
with a dash or coral.” 
In the second window: 


“A NEW FABRIC—CORDUROY— 

It was Chanl—with her great flair for fabrics, who 
hit upon corduroy used trickily and ingenuously for 
accessories.” 

And in the third window: 


“A NEW FASHION—HIGH NECKLINE— 
The French couturiers may differ in details but in 
this they agree—high fashions have high necklines, 
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.—The displaying of overcoats in midsummer calls 
for the synthetic suggestion of winter. The dis- 
‘play at the top of this page illustrates just how 


effectively winter was produced in the window 
displays of the Kresge Department Store during 
the summer sale of men’s overcoats. The frigid 
atmosphere was accomplished by the aid of 
several fans and blowers; the plate glass was 
frosted; the background panels were white. The 
air of the window was filled with small bits of 
down, which, kept in circulation by the fans and 
blowers, resembled effectively a snow storm— 





EASHION OUTPOST 


which means that this fall our necks will wear a draped, 


swatched and bandaged look.” 


Around the store are posters reading: 
“ATTEN-SHUN!— 


Look for the Fashion Outposts—where the last word 


in fashion is seen first.” 


Mr. Walter stated that he has found both buyers and 
customers enthusiastic over this idea. It also solves a prob- 
lem long felt by display managers. Very often a buyer will 
become all excited over some bit of merchandise that is 
strictly high-fashion but because of its nature not enough 
is bought to make a window display, especially in stores 
where there are only large windows. The fashion outpost 
gives him an opportunity to properly display it, otherwise it 
would have to be put in a showcase, all but hidden from the 
public and the buyer would be discouraged from buying sim- 


ilar merchandise in. the future. 





A NEW FASHION—HIGH NECKLINE 

—The French couturiers may differ in details but 
in this they agree—high fashions have high neck- 
lines, which means that this Fall our necks will 
wear a draped, swathed, and bandaged look— 


A NEW COLOR—EEL GREY 


—Schiaparelli has discovered that nothing is so 
intensely modern as the shade she calls eel grey 
—divine with a dash or coral— 


THE POSTERS IN THE STORE READ 


—Atten-shun!—Look for the fashion outposts— 
where the last word in fashion is seen first— 


A NEW FABRIC—CORDUROY 

—It was Chanl—with her great flair for fabrics, 

who hit upon corduroy used trickily and in- 
genuously for accessories— 
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Santa Claus 
bosters and 
Cutouts 





Wuen the inside story of merchandising is written as it 
concerns the control of holiday business, the displayman will 
be found to have played a most important part. In fact, it 
might be put this way: If the display manager of any retail 
establishment falls down at the Christmas season, then trade 
will find a new outlet for its Christmas money. 

Atmosphere as developed by the display department 
through seasonable window displays and interiors is the all- 
important factor. Years ago, when fat display budgets were 
not uncommon, lavish displays and even spectacles were ar- 
ranged to make one’s store the outstanding Christmas store in 
a city. Some remarkable results were obtained, but with the 
limited appropriations available today to display departments, 
the creation of Christmas atmosphere becomes a more diffi- 
cult prob!em. 

It is indeed fortunate that one of the country’s best-known 
lithographing establishments has sensed the need for low-cost 
display material, without the sacrifice of quality, that will fill 
the need of the American retailer in the production of that 
holiday atmosphere which as previously stated means Christ- 
mas patronage. 

Santa Claus posters and cutouts in full color have been 
the medium developed to do this one job, to do it exceptionally 
well and at a cost that will be modest enough to be within 
the reach of even the smallest store and yet dignified and 
attractive enough for the largest store. 

Nothing equals the appeal of good old father Santa Claus 
as a decoration motif for the Christmas season. His jolly 
face is the complete piciure of the happy holiday spirit which 
you are seeking to capture and interpret within the four walls 
of your building. Two Santa Claus posters have beer created 
in full color that have caught the mythical spirit of Jolly Old 
Saint. They are either mounted or unmounted and can be 
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—One of the two Santa Claus posters in full 

color especially produced for show window and 

store interior use to quickly and economically 
create holiday atmosphere for retailers— 


used in walls, posts, counters and in the show windows. The 
large size is 17x22 inches and the small size, 9x11!4 inches. 

There are also two sets of Santa Claus cutouts, each set 
consisting of one large cutout 24x36 inches together with six 
small cutouts, 9x15 inches. They can be purchased either in 
sets or in assortments to meet one’s particular requirements. 
Both are lithographed in full color. Both designs have mov- 
able arms to hold or point to merchaftdise, as well as panels 
for lettering special copy or selling prices. 

The small cutouts of Series A have a semi-round sack to 
hold gift merchandise or small packages. They are especially 
effective on counters, ledges and in show cases. The small 
cutouts of Series B have two separate widespread legs on 
which they stand. Many stores have found it advisable to 
use both series of cutouts so that they could be intermingled in 
their displays and thus secure added variety and attention 
value. 

The scope of use of these interest’ng lithographed display 
features is unlimited, inexpensive and make it possible for 
every store to be permeated with Christmas color and atmos- 
phere, the backbone of successful Christmas merchandising. 

These Christmas display materials are produced and dis- 
tributed by Einson-Freeman Co., Inc., Long Island City, N. Y., 
who will send full information and illustrated circular on 
request. 


—These intriguing Santa Claus cutouts offer 

many display opportunities for America’s retail- 

ers at a time when an abundance of holiday cheer 
is essential in any retail store— 
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Answering the Droblem 


By NATHAN OWITZ 
President, General Display Case Co. 
New York City 


Orpinary standards cannot be applied in judging the 
effectiveness of this display for Ful-Vue glasses. More than 
is usually the case it is necessary to consider the nature of 
the product to be displayed 

To most people glasses are not interesting. They are 
not looked upon as smart, modern-looking, or ornamentai. 
Nor do glasses lend themselves easily to attractive, compell- 
ing display. Actually, however, there are new creations in 
glasses which really add to personal appearance—crisp, mod- 
ern, distinctive designs. Wanted, then, a display to make 
glasses interesting, and to create a more favorable opinion 
of their ornamental value. 

It was with this purpose in mind that this display was 
produced for American Optical Company, of Southbridge, 
manufacturers of Ful-Vue glasses, by the General Display 
Case Co., Inc.. New York. The whole spirit and feeling of 
the display is modern—the better to banish any idea that 
glasses are old-fashioned! Anyone who has visited the Cen- 
tury of Progress or seen pictures of it, must catch the flavor 
of this display. 

The modern effect is carried out in further detail by 
illumination. The display is basked in a warm glow of soft 
light provided by tall columns—also reminiscent of the un- 
usual lighting effects at Chicago! It is tquite evident that 


—The problem we are answering with this 

display, is the problem of attractive display 

productions for the window presentation of 

small-wear merchandise. The product is 

never “too small” for attractive display at 
the “Point-of-Sale”— 


this displey is a product of much thought and well-considered 


planning, and it certainly fulfills its mission of “lifting up” 
and making impressive a product in itself not especially 
interesting. 

The modern efiect ties up with the streamline appear- 
ance of the Ful-Vue glasses displayed. The name “Ful-Vue” 
on the central unit and the words “Ful-Vue Glasses” on the 
lighting fixtures are cut out of chromium steel, as are the 
bright bands running across the display. The background for 
the picture is black velour paper, and the wooden display 
platform is black, highly lacquered. The side flanges are of 
red, and chrome. The central-unit measures 32 inches long 
and 28 inches high. The lighting fixtures, made of three 
diameters of parchment are 20 inches high. 





——-—— 


BOSTON DISPLAY MEN’S CLUB 
Reported by 
SAMUEL BRANZ, Secretary 

The Boston Display Men’s Club held its regular monthly 
meeting at the Westminster Hotel, Boston, October 16. The 
members of the club were privileged to invite as many guests 
as they pleased to this meeting. A very tasty “Dutch Supper” 
was served along with all the beer that the boys could con- 
sume, 

The educational committee, with Frank McCann as chair- 
man, was very fortunate in securing the services of E. Eugene 
Umland, advertising manager, Kennedy Clothing Co., as the 
guest speaker for the evening. : 

Mr. Umland gave a very interesting talk in which he 
defined the meaning of the word “display.” His talk brought 
out the four principal steps that one should always consider 
when carrying ovt an assignment; namely, to analyze, to 
organize, to systematize, and to supervise. 

Following Mr. Umland the club was also very fortunate 
in securing the services of two engineers of the Ecksol Light. 
They gave a wonderful demonstration on light effects which 
should certainly revolutionize window lighting. 
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—The window background for this smart display 

of mink coats consists of a brown duvetyne back- 

ground containing four—full-length mirrors. The 

mirrors have metal frames. The cut-out letters 
are edged in metal— 


—The display background for the presentation 

of five coats consists of a center panel of dark 

brown and tan on which cut-out letters introduce 

copy. The center panel can be changed for dif- 
ferent effects— 


—tThe display of five coats is worth study as the 

background is the exact duplicate of the second 

display from the top of this page—the only dif- 

ference being in the elimination of the colored 
center panel— 


—The display of “Smart Fashions for Fall and 

Winter” has a window background made entirely 

of wallboard which has been painted an eggshell 

color. Metal strips finish the corners of the 

panels. The two, dark center panels containing 

copy are of brown duvetyne; the cut-out letters 
are in white— 


—The background at the bottom of this page is 
exactly the same background as that shown at 
the top of the page; the only difference being 
that I have covered the large mirrors with cut-out 
reproductions of playing cards for the display 
presentation of “Gowns at Deuce Prices”— 


—The top background display shown on the op- 
posite page was produced in two shades of green. 
The panels were finished in silver strips. All 
panels were covered with duvetyn. The gowns 
in this particular display were in shades of pink— 


—The display at the bottom of the opposite page 
consists of a showing of lace and velvet gowns, 
Gowns are in black and wine red; background 
in yellow and black; cut-out lettering in black 
and white— 
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without Benefit of 
Accessories 








By RICHARD A. BERMAN 
Newark, N. J. 


One of the first considerations a department store uisplay- 
man gives a presentation of fashion merchandise is, “What 
accessories shall I use?” Such consideration is right, but 
where the store is not a department store but a spec:alty store 
and accessories cannot be numbered among the goods in 
stock, window displays without the benefit of accessories must 
naturally result. The displayman working for a department 
store undoubtedly appreciates the tremendous ally he has in 
accessories; I know the specialty store displayman who must 
merchandise his windows without accessories appreciates the 
significance of his loss. 


Inasmuch as there are a great number of specialty stores 
in America whose lines of goods do not include accessories, 
and I happen to be responsible for the window displays in 
such a store, let us turn our consideration of display to the 
problems confronting this displayman. There is a solution 
to every problem of display. I am not saying that the lack 
of accessories needs a solution because many department 
stores having complete stocks of accessories for displays at 
hand do not use them in every display, but accessories cer- 
tainly make the display job much easier. American displays 
are facing a new display technique. The window front of 
any store must keep abreast of the times or modern America 
is going to walk past that store. 


Our display problem, for the specialty store—as well as 
for many department stores—resolves itself into display 
freshness, display originality,. and display modernity with 
display costs reduced to the mi um. Creative displays do 
cost money. Display i gets a mat always capable of 
covering display coms, 8 e displaympan must so design his 
displays that more than ony effegt cati-bA\ obtained, and yet 
each effect must "AY? the “anpentence < a entirely new 
display. eS \ 


Let us consider just wk a this aaa new displays 
without great costs ake~acco lighed—I will,’ of course, use 
the example of our store. The° event) ¢ of modern, or Continen- 
tal displays, makes the jobyof creative and@) different window 
presentations a much easier\ynatter. Where the displayman of 
a few years ago was limited “Im background structures to but 
a permanent display with atmospheric changes confined to a 
limited number of artificial flowers and set-pieces, the modern 
displayman finds all this changed. He not only develops his 
displays in front of a temporary background but each develop- 
ment is created with the idea of as many changes as possible 
—each new change to cost but little. 


This technique of “new display—little cost” can well be 
illustrated. I refer my readers to the displays reproduced on 
the opposite page, and in particular to the “Mink” coat dis- 
play and the “Gowns At Duce Prices” display. The back- 
ground for the first display consists of a group of four mir- 
rors in front of which four figures display four coats, the 
mirrors picturing the backs of the garments. This display 


proved mighty effective. A display change was required for 
a display of formal gowns, and as the idea was “gowns at 
duce prices” large reproductions of playing cards were made 
and mounted in front of the mirrors—the background, other- 
wise, was not changed; the cost of the four playing card re- 
productions was very nominal. 


Let us consider the display background developed for the 
display of “Kenariks Quality and Style Coats,” and the display 
of coats immediately below that display featuring just the 
large sign “Kenariks.” The background for both displays is 
exactly the same; the only difference being in the introduction 
of a triangular panel in the first display of two colors on 
which cut-out letters speak of the garments, and the use of a 
new floor covering. The background in both instances is in- 
expensive, and with the introduction of modern panel effects, 
the appearance of.the display is changed. 
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Marionettes In Display 


By SUE HASTINGS 
Sue Hastings Marionettes 
New York City 


Tue Sue Hastings Marionettes were among the first to in- 
troduce marionette entertainments in department stores in 
this country. They offer to stores four kinds of attractions. 
First, performances which are given inside the store, usually 
in the toy, infant’s, or children’s wear department. Second, 
performances sponsored by the store in schools, clubs, col- 
leges. Third, fashion shows which may be presented in the 
store or in the windows. Fourth, window displays. 

Sue Hasting’s Marionettes have been giving their perform- 
ances in pantomime in store windows. Such displays are 
always very popular, and never fail to draw large crowds. 
A window performance takes about five minutes, with a ten- 
minute intermission in order to give the crowd time to dis- 
perse and a new one to form. 

The photograph included with this story shows a window 
display of marionettes as presented at Abraham and Straus, 
Brooklyn, N. Y. The marionette equipment takes up but three 
feet of window space at the back of the window, allowing 
ample space for the merchandise display in front of the 
marionette stage. The marionettes are worked by strings, 
and in the hands of two experienced puppeteers who are con- 
cealed from the audience, the marionettes become almost life- 
like in their movements. The miniature stage is complete 
with lighting and scenic effects. 

In the presentation of fashion shows, such shows are espe- 
cially suitable for anniversary celebrations or special store 
events, the marionettes offer an attractive and amusing pro- 
gram for adults, presenting the fashions from the day of Eve 


to the present time, or present in‘eresting playlets concerning 
events in the past history of the store or of the community. 
The songs and dances of the various puppets help to make 
the presentations very interesting, and the Sue Hastings 
Marionettes have gained a reputation second to none in the 
particular fields in which they operate. The activities of the 
marionettes are under the personal supervision of their cre- 
ator, who not only directs her own puppet show but supervises 
a large studio staff in modeling the figures, making casts of 
heads, painting, constructing miniature stage sets, designing 
and making the costumes, stringing the puppets, and con- 
ducting rehearsals. 

The marionettes are always enlarging their activities. In 
addition to their regular engagements at stores, schools, col- 
leges, and clubs, they have given programs under the auspices 
of the New York Theatre Guild, and also at the New York 
Town Hall, and they are to play their fifth consecutive sea- 
son at the Children’s Theatre, Columbia University. They 
have played at many expositions, and also in the movies. 
They have journeyed from coast to coast on a recent vaude- 
ville tour for the RKO circuit, and but recently filled an 
engagement at the Canadian National Exposition in Toronto. 

The effectiveness of the marionettes as an advertising me- 
dium has been proved by some of the largest organizations 
in the country. These miniature entertainers have brought 
to the attention of thousands special messages of the‘aiiver- 
tisers whose products represent a most diversified field from 
insurance and real estate to silks, soft drinks, and pickles. 
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Here’s A Silk Display? 


By RAOUL AUTHIER 
Creator Designer, Studio Siegel 
New York City 


Onricinatity in fabric displays has certainly been miss- 
ing in America for the past few years. We seem to be content 
with using that same old fabric drapes constructed on clumsy 
tee and drape stands that were quite the vogue ten years 
ago. Has display originality completely disappeared from 
American displays? I certainly don’t think so, but entirely 
too few displaymen seem to bother about creative displays 
when fabrics are the problem. 

With Continental displays bidding for favor, and with the 
vast display resources possible with the new form of display, 
creative and original display should not be lacking in Ameri- 
can displays. If we could just start thinking in terms of cor- 
rect balance, angles, line, form, composition, color, height, and 
perspective, the modern set-ups resulting would certainly rep- 
resent a new display. The new materials with which display- 
ment have to work today minimizes creative difficulties. We 
now have all sizes and types of tubes; inexpensive metal in 
sheets for decorative work; imitation materials resembling 
glass, fabric and such other things that go to eliminate “too 
great an expense” for creative display expression. Display- 
men must learn how to use these new things if proper con- 
trol of modern displays is desired. 

The fabric display suggested at the top of this page isn’t 
difficult at all; in fact, the average displayman could actually 
install this trim in a lot less time than would be required 
for a fabric display employing elaborate drape effects. Sim- 
plicity of all display effects is the governing consideration; 
and simplicity today means modernness. What is elaborate 
about this fabric display?. The simple arrangement of bulked 
display tubes on the right side of the window around which 


fabric is displayed can’t be considered difficult or too decora- 
tive. The ease whereby the fabric is carried in tight folds 
to the far left corner of the window certainly eliminates 
difficulties of duplication. The balance of the display is 
splendid, with the figure on the left controlling the weight 
of the display on the right. 

Let us consider this display from the standpoint of quan- 
tity of merchandise. Thus, only four patterns of fabric are 
shown in the original display, but the display set-up can 
merchandise eight or twelve patterns just as effectively as 
four. Do you want to know how? For a bulky display the 
tubes could all be covered with a fabric design—three pat- 
terns; by starting the tight tube drapes on the back tube 
in the center of the tube, carrying two additional patterns on 
the center tube with the drape open in the center so that 
the two pieces of fabric on the back tube are shown, and ar- 
ranging two more pieces of fabric at the top and bottom of 
the first tube with the material on the second and third tube 
showing, six additional patterns would be displayed—nine 
patterns; a tenth fabric pattern would be shown on the 
figure, while several bolt drapes or a tall slender tube drape 
could be placed at the far left side of the display—twelve 
patterns. 

The word SILK in the display would be cut-out of wood, 
wallboard, metal, or just painted on the window background. 
Inasmuch as the fabric would carry the color decoration, the 
window background should be plain. The window floor would 
be very effective if carried out in silver or white; the tubes 
should. be silver, while the background could be developed 
in white, grey or cream. 
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us Field 


BROWN 


New York City 


For a good many years the American Safety Razor Cor- 
poration has felt that high spot locations deserve high spot 
displays. Along these lines it has developed a large display 
department under the supervision of Murray C. Leavitt, 
to create overheal panel and “feature” displays. 











All these displays are hand made, finished in plush, velvets 
and metallic inks are created for specific locations and indi- 
vidual requirements. 

To quote Mr. Leavitt in regards to the value of special 
display material: 

“A hand-made display is a paradox. It costs a great deal 
and yet, costs nothing. By this I mean while there is a great 
deal of time and money expended in the construction of a 
hand-made display, the length of time it remains on display 
reduces the cost so that it really is less than any other type. 

“An ordinary trim stays in a week or ten days—a ‘special’ 
lasts anywhere from one month to twelve months. So you 
see how, with the type of stores we get, the prominent posi- 
tion we achieve and the life it has—a ‘special’ is the best 
and cheapest form of display work in the long run.” 


—The “Gem” display reproduced at the top of 
this page shows an interior display as set at a 
Whelan Drug Store, New York City. The dis- 
play is made up of black velvet, with silver trim- 
mings. The giant razor is animated, showing 
the twist that opens and the twist that closes the 
razor— 
—The “Gem” ledge display shown opposite was 
designed by Mr. Leavitt for Broadway “High 
Spots.” It is in purple plush with red and gold 
trimmings. It carries the message of “Gem” to 
the thronging crowds of Broadway—the theatrical 
center of the world— 
—The picture at the bottom of this page shows 
but a very small portion of the 10,00 square feet 
of “American Safety Razor Corporation’s” Dis- 
play Department— 
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FROM the smallest 


advertiser to the 
United States Gov- 
ernment, the Einson- 
Freeman Co. Inc. is 
proud to contribute 
ideas... 
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For the advertiser: 


@ Creative window 
displays 

@ Counter displays 

@ Display Containers 

@ Posters 

@ Hangers 

@ Broadsides : 

@ General display es 
lithography : 


Occasion eaten cee 


For the United States aM 
Government: ne | 
e@ NRA Posters : ee 
@ Display Cards Heme 
@ Stickers e 


@ Package Labels 
@ Seals 





Over a quarter of a century of experience in 

planning, designing, manufacturing and distribut- 

ing of display material is available to you. 
hone or write for an executive. 





LITHOGRAPHERS 
Starr & Borden Aves., Long Island City, N.Y. 
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I MIGHT be able and well qualified to handle a “show card” 
pen, but when it comes to handling the “pen of an explanation 
of my work,” then, like many of my DISPLAY WORLD 
contemporaries, the hand that controls so ably the destinies of 
my cards, falters and breaks pen after pen in an attempt to 
explain past performances. Perhaps it is just as well, because 
my readers will be spared a long treatise on the art of show 
card design. Rather, I will speak sparingly of each card 
illustrated here, hoping, as I write, that some small under- 
standing of the complexities of show card writing will be 
revealed to the apprentice—my probable reader. Let’s begin 
our consideration of these six cards at the top left, working 
across and down to the last card. 

RIDING TOGS 

A very simple silhouette design of an equestrian to sug- 
gest atmosphere for the merchandise display. The design of 
the card, and its layout, suggests perpendicular balance, that 
is, the layout of the card following an imaginary line which, 
if drawn through the center of the card from top to bottom, 
would divide the card in half. The copy on the card is very 
simple and direct: “Riding Togs with comfort that you 
prefer, plus the new styles from Paris. Main Floor.” 
SMART FABRICS 

The layout design of this card follows the perpendicular 
and horizontal line of the “T,” with the bar of the “T” 
formed by the silhouette design at the top of the card. Some 
card writers will probably suggest that the decorative design 
of the card would be more appropriate for millinery; true, it 
could be used for a millinery display, but with the decorative 
scarf effect its application for fabrics is also appropriate. 
BAGS 

The layout design of the “bag” card again follows the 
perpendicular. The swing of the tail of the “g” adds a cer- 
tain decorative relief to the otherwise “set” box containing 
the copy and price which appears at the bottom of the card. 
The animal design at the top of the card, resembling leather, 
can be changed to suggest the leather or fabric used in the 
manufacture of the bags on display—pig, ostrich, snake, calf, 
seal, etc; 

NEW HATS 

We could almost say that the layout of this card follows 
the “Z.” The figure at the top of the card forming the top 
of the “Z,” with the line of copy, from top right to bottom 
left, forming the angle of the “Z,” and the price carrying the 
bottom of the “Z” to the right. All cards, incidently, in this 
series, are 7 inches wide and 12 inches high. The stock is 
white and the lettering and figure work in every instance is 
in black. 

In the “Powder Blue” card, we again have a simple form 
of the perpendicular layout. The copy is built on the line 
that runs from the top to the bottom of the card, with the 
only variation secured in the placement of the price at the 
lower right-hand side. Good balance is still maintained, due 
to the fact that the face of the man faces from left to right 
with the natural vision of the reader following from the top 
left to the bottom right. 

The “Golf” card has its layout patterned along “U” lines— 
although I could give you many more perfect examples of 
this type layout. The design of the card is centered in the 
top of the “U,” with one side of the “U” formed by “Third 
Floor,” the other side formed by copy. 





INTERESTING PROSPECTUS 
FOR SCHOOL 

The Chicago Display System, 39 West Adams Street, Chi- 
cago, Ill, has just issued an interesting, illustrated pros- 
pectus describing its courses in window display, show card 
writing and advertising. The catalog shows the faculty and 
the facilities available for the benefit of students. A copy 
will be sent anyone upon request. 
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WINDOW DECORATIONS 


from Natures Store House 


Southern Wild Smilax—tThis is the daintiest 
and most satisfactory green foliage decoration 
to be had. Graceful, easily handled, costs little, 
and lasts long. 

No. 3 300 sq. ft. 25 Ibs. $3.00 
No. 6 600 sq. ft. 50 lbs. . 4.50 

Laurel Roping—Wire wound, made full and 
artistic. Comes in 50-yard lengths. Can supply 
any quantity. Per yard, 15c. 

Long Needle Pines—Long, glossy needles and 
beautifully marked stems—lasts almost indefi- 
nitely. Packed in paper lined burlap. Per doz., 
$1.25; per 100, $7.00. 

Magnolia Foliage—The leaves are a_ rich 
glossy green on top and a soft, velvety brown 
beneath. A most beautiful and lasting decora- 
tion. Packed in same size cases and same 
prices as Smilax. 

Southern Grey Moss—This is a novel and 
harmonious decoration especially adapted to 
hanging baskets, festoons, wall or post treat- 
ment, etc. Per 25-lb. bag, $3.00. 

Fadeless Green Sheet Moss—lIdeal for win- 
dow floors and can be used in a great variety 
of other ways. Harmonizes with all kinds of 
merchandise. Per bag, about 100 sq. ft., $4.00. 

Holly—With red berries, brilliant and lux- 
uriant glossy foliage. Per large case, $5.00. 

ALL DECORATIVES ARE AS ADVERTISED. 


ORDER FROM THIS ADVERTISEMENT WITH 
ABSOLUTE ASSURANCE OF SATISFACTION. 








_KNUD NIELSEN, Evergreen, Ala. 











|| New designs in opaque 
water color to conform 
il to the poster colors ap- 
plied by the card writer 
—Season 1933-1934. 


Immediate delivery on 
orders placed at once. 
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BETTER GET A modern GAS RANGE 





Utilities 
By RAYMOND M. MARTIN 


Consolidated Gas Company 
New York City 


Mosr of us can still recall mother on Thanksgiving Day. 
Remember how she hustled and bustled all morning? Thanks- 
giving was one of the really important days of the year for 
her. Dinner was more of a ritual than a meal. On other 
days, gravy might be too thick or the carrots a little hard, 
but Thanksgiving was different. Everything that went to 
make a perfect meal for us “eatin’ fools” simply had to be 
right. The year the turkey was burned a little ma nearly died. 
She felt so badly we all lied about it being the best bird ever, 
but she wasn’t fooled a bit. She figured the whole meal was 
spoiled and no one could change her mind. Ma wasn’t such 
a dunce either. She knew the family expected Thanksgiving 
dinner to be her masterpiece of the year and she hated to fall 
down on this of all days. 

Mothers today aren’t a bit different. Thanksgiving dinner 
is still the most important meal of the year. It’s even more 
important than Christmas because on Thanksgiving there’s no 
tree or presents to think about. It follows logically, then, 


—In this “Holiday Cooking” display, the 

utility is presented in the center of the win- 

dow with atmospheric cut-outs suggesting 

the season. Appropriate copy completes the 
display story— 


—It will take “A Modern Gas Range” to 
prepare the turkey for your “Thanksgiving 
Dinner.” This display presents this thought 
very cleverly; the utility is featured, the 
turkey is depicted, while cut-out copy tells 
the story— 


that November is oue of the best months to advertise gas 
ranges. 

Mothers, or wives, or maybe sweethearts, all over this 
country will. take a chance on most anything other than 
Thanksgiving dinner. They want it to be right; it must be 
right; and it’s up to you to sell them the modern, automatic 
gas range that will make it right. They won’t spend too 
much time thinking about this depression if your window dis- 
play starts them thinking that maybe the old range will spoil 
Thanksgiving dinner. One woman will remember a burned 
turkey; another that she did not have enough room on top of 
her stove for all the saucepans, and soon. Just about every- 
one who sees the right display in your window will think of 
some pet fault of her present stove. 

Better get busy. Thanksgiving is right around the corner. 
SHREVEPORT DISPLAYMEN’S CLUB 
Reported by 
E. TED JOYCE 

An exceptionally interesting meeting of the Shreveport 
Display Men’s Club was held Wednesday evening October 18, 
at E. Ted Joyce’s Burnt Match Bar. This bar was made and 
designed by E. Ted Joyce, and consisted of thousands of 
burnt matches inlaid in walnut, a Ripley “Believe it or not” 
attraction, and believed to be the only one of its kind in the 
world. Members and their wives were entertained and served 
an old-fashion Dutch lunch, not omitting a plentiful supply 
of beer. The following officers were elected: T. Willard 
Jones, president; J. Macrel, secretary-treasurer; R. H. Rogers, 
first vice-president; E. Ted Joyce, second vice-president; D. 
C. Wilkes, third vice-president; A. B. Longnecker, W. L. 
McCurry and Mr. Carvin, trustees. The meeting was very 
spirited and everybody enjoyed a good time. 
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DISPLAY MANUFACTURERS FORM 


FORM ASSOCIATION 

With a present membership roll of fifty-one members in 
good standing and a goal of seventy-five for the next meeting 
the Association of Lisplay Equipment Manufacturers, Inc., 
got under way after several rousing pre-organization meet- 
ings, and will have their headquarters at New York City. 

At the first annual election meeting the following officers 
were voted in to carry forward a campaign of business better- 
ment and progress for the display industry, such as has never 
before been witnessed: President, Samuel Shapiro, formerly 
of J. R. Palmenberg’s, Inc.; vice-president, Ralph H. Adler, 
Jas. B. Williams Co., Inc.; treasurer, Herman Goldsmith, M. 
Goldsmith Co.; secretary, Harry Wagner, Oriental Display 
Fixture Co. 

One of the foremost steps in their constructive work is 
the completion of their revised National Recovery Adminis- 
tration Code of Fair Practice, which has had weeks of care- 
ful study and thought and has also caused the display manu- 
facturers to send a committee to Washington, D. C., to carry 
forward their program, in presenting this to General Hugh 
Johnson. 

Special departmental groups have been formed such as 
distributors or jobber’s division, canvas form division, man- 
nequin division, papier mache division, metal display division, 
wooden display division, who hold their own sectional meet- 
ings and then merge in with the general meeting to discuss 
and help solve some of the problems and practices of the 
industry. 

At no previous time has such a thorough-going and worth- 
while spirit of unselfish unity been shown, consisting of 
almost a 100 per cent showing of all display equipment manu- 
facturers and the various branches of the industry in the east, 
in what is definitely to be a large national organization. 

The major feature of the code as adopted is the section 
devoted to trade practices, in which the former evils of the 
fixture industry are taboo.. Foremost among these provisions 
is one that makes the sale of any product for less than cost 
a violation of the code. 

A large dinner meeting was held September 12 at the 
Hotel Governor Clinton and the representative attendance 
was indeed a revelation to all those present. Everyone seemed 
to be imbued with the spirit of cooperation and one was left 
with the assurance that the display fixture industry was on 
the threshold of a real rivival. 





DEALERS TO INSTALL 
GILLETTE DISPLAYS 

A revolutionary change in the display plans of The Gillette 
Safety Razor Co. may be brought about by the plan whereby 
the retailer is to be paid 3 per cent on all sa'es in payment of 
promotion and display effort on behalf of Gillette products. 
A big drive is on now by Gillette to get these special dealer 
contracts signed. 

The provisions regarding the displays are as follows: “The 
retailer will install, at his own expense, the display material 
supplied free by Gillette, and give at least six complete win- 
dow displays for a period of at least one week each in every 
year at the time designated by Gillette. 

“The retailer will agree to maintain continuously a display 
in or on the sundry products counters of razors and blades 
manufactured by Gillette. 

“The retailer will submit to the Gillette company, at its 
home office, quarterly, photographs of the window displays 
installed.” 

Heretofore the Gillette company has used the services of 
display installation companies to secure their window dis- 
plays. Whether or not the new plan will prove successful, 
time only will tell. Past experience has shown, however, that 
adequate and proper window displays for national advertisers 
have depended upon the use of professional installers and this 
method is now being used by the country’s leading users of 
window displays. 





STIK-TEX DIE-CUT 
CHANGEABLE LETTERS 

One-inch, modern, die-cut letters, that stick to a back- 
ground surface, provide the displayman with unusual possi- 
bilities in presenting his advertising message in the displays 
which he creates. This is why the new Stik-Tex changeable 
letters are meeting with favor. Their cost is so low and the 
first cost is the last cost, because they can be used over and 
over again. These letters can be had in white, red or black, 
and are manufactured by Errol-Schenkel, 139 Fifth Ave., 
New York City. 
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FOR HOLIDAY DISPLAY USE 


BLOCKART 
Changeable 


LETTERS 


Silver and Black, or 
Gold and Red 


$ 0 For com- 
s plete 100- 
Only piece set 


with 5 
feet of base track. 


NEW NICKEL-PLATED PRICING SETS $4 00 
at the Exceptionally Low Price of..................... ° 
Display Papers Chrome Metal Moulding 
Of All Types For Display Purposes 
DISTRIBUTORS’ PROPOSITIONS AVAILABLE 


The BLOCKART Co., ryt, 2 Sm st 


NEW YORK CITY 




















LEARN RETAIL PUBLICITY 


Now is your time to get into the retail publicity 

field. Study Window Display, Show Card Writ- 

ing and Advertising under the constant, personal 

supervision of the following well-known experts. 

EDGAR G. HAGUE, Instructor of Show Card Writing. 
(Formerly with A. C. School of Lettering and numerous 
Chicago stores) 

WILL H. BATES, Instructor of Window Display (For- 
merly with The Koester School—Ten years department 
store experience) 

DUDLEY L. SMITH, Instructor of Advertising (Formerly 
advertising manager with Mandel Bros., Sears Roebuck 
and Co., etc.) 

Practical, Individual Instruction in each Line. 
Write for Our New Booklet 


CHICAGO DISPLAY SYSTEM 
39 W. Adams St. Chicago, Ill. 















—Any Wording 
EON —Genuine Neon 


—Only 1 Sign Needed 
















| CHANGEABLE 









Today— Tomorrow 
- any other 
sign words, 

numbers, 
design, 






with the |j 
| same sign! 











A new one in 10 seconds! Entire sign is made 
with Changeable Neon Sign Units used and $ 40 
needed by department stores and displaymen. e 
Specify what tubing, words or numbers (also 
color) wanted, or order sign illustrated. 





Complete 











PASTE 


FOR DISPLAY WORK 


We make a specialty of WHITE WATERLESS 
PASTE for all kinds of display work. In 
handy tubes and jars for individual use. Also 
in pint, quart, gallon and larger sizes for bulk 
users. Tell us about your adhesive require- 





ments and get our low prices. 


THE ARABOL MFG. CO. 


New York City 


107 East 41st St. 
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wow Is the Time For All 
 €6ood Displaymen 


By GORDON CLARE 
Publicity Chairman, Pacific Coast Association of Displaymen 
Seattle, Washington 


Tur time for display action has arrived! Display’s crisis 
was reached at the October 8 meeting held in Chicago; and it 
now remains for displaymen to support reorganized display or 
to ignore display’s last attempt to establish an organization 
capable of display help. Display can’t expect an organization 
miracle to happen over night—reorganized display must get 
its house in order first—but reorganized display can accom- 
plish tremendous things for the profession if the profession 
will recognize its efforts and lend a helping hand. 

Reorganized display promises much; just how these prom- 
ises can be kept must remain in the hands of the individual. 
If the individual displayman, individual display club, indi- 
vidual display region refuses cooperation and places obstacle 
after obstacle in the path of constructive reorganization, a 
speedy display recovery is licked before it is given an oppor- 
tunity to start. Individualism must be sacrificed on the altar 
of professionalism; but once the organization of display ac- 
complishes professional recognition, individualism will be 
capable of real accomplishments. 

No matter how big the individual or how small; no matter 
how large the display club or how insignificant; no matter 
how important the display region or how seemingly uninfluen- 
tial, it will take but one “monkey wrench” of display indiffer- 
ence thrown into the cogs of display reorganization to check 
the momentum possibilities. Every man interested in display 
can help in this reorganization. {t doesn’t matter whether 
he be the greatest displayman in any of the six regions, or 
whether he be the newest display apprentice, display perfec- 
tion remains the ultimate goal. 

The question of individuality, whether it concerns indi- 
viduals or individual clubs in regions, should prove an in- 
centive to even greater efforts. Creative display ingenuity has 
never been subordinated, but when one considers the tremen- 
dous handicaps encountered in developing display individu- 
ality, is it any wonder that so few American displaymen can 
be singled out for their display distinction. In this respect, 
it is only reasonable to believe that greater display individu- 
ality can be hastened by the promotional power of organized 
display. Display appreciation is lacking in many merchants. 
Whether the individual displayman has not been capable of 
proving the value of display isn’t being discussed here, but 
we believe that whether display is recognized for its true 
worth or whether display has been subordinated, promotional 
display programs, possible only with a powerful display or- 
ganization, can’t help but produce constructive results. 

The new display organization speaks of $10 dues. This 
fee is certainly not exorbitant—DISPLAY WORLD would 
like to see an even higher figure; we appreciate just what 
must be done, and just how far $10 will go. This fee must 
cover many things: (1) Executive secretary’s salary; 
(2) yearly subscription to either DISPLAY WORLD or M. 
R. & S. W.; (3) publication of official bulletin which will be 
issued to every member; (4) the establishment of an office 
for the official secretary; (5) postage and money for letters, 


notices, etc.—but few men appreciate this item of expense—; 
(6) $2 of fee to revert to the local club in the region in which 
the individual is a member to assist in covering local expense. 
We have mentioned but six items of expense, yet we believe 
this will help the individual appreciate the necessity of the 
established fee. 

Reorganization plans call for the election of regional vice- 
presidents, who will be elected by the members of the asso- 
ciation in their respective regions. These vice-presidents 
will be members of the executive committee, and will be re- 
sponsible for the display development and promotional work 
to be done in their regions. These vice-presidents will oper- 
ate through their local clubs, and they will appoint deputy 
organizers in those cities of their region where clubs have 
not been organized. DISPLAY WORLD believes that a 
great deal of the success of the new movement will depend 
upon the type of men that are appointed regional vice- 
presidents—we hope that the men appointed will not betray 
the trust reorganized display will place in them. If any 
man has no intentions of assisting in the reorganization of 
display, let that man speak his intentions when he is ap- 
proached; there are many capable men in every region who 
will be only too glad of the opportunity to assist in this most 
important work—the president will welcome the names of 
individuals in any region desirous of assisting in reorganiza- 
tion work; we suggest that such men communicate directly 
with J. D. Williams, 509 S. Franklin Street, Chicago. 

Display, at the start of 1934, will enter upon the threshold 
of a new era. Display’s platform for 1934 will be instigated 
during the next few months. Display’s possibilities for con- 
structive helpfulness are tremendous; the actual accomplish- 
ments must rest with the cooperation given display’s efforts. 
Display cannot achieve perfection alone. Display must have 
YOUR help! Are YOU going forward with DISPLAY? 
ST. LOUIS INSTALLERS 
FORM ASSOCIATION 


Associated Display Services of St. Louis was formed at a 
meeting on September 7 at the Kingsway Hotel, with a charter 
membership of nine, as follows: Barrett Display Service, 
Hiffman Display Service, Phillips Display Service, Riechers 
Display Service, Sellinger Display Service, St. Louis Display 
Service, Thornhill’s Display Service, Weidner-Edwards Dis- 
play Service and Western Display Service. H. R. Kreitz, 
Western Display Service, was elected chairman; E. A. Hiff- 
man, Hiffman Display Service, secretary, and O. M. Riechers, 
Riechers Display Service, treasurer. 

The purpose of the organization is to establish ethical trade 
practices so that the installation business in St. Louis may 
enjoy a reputation equal to that prevailing anywhere. Har- 
mony and good fellowship prevailed at the meeting and the 
general discussions on various display problems were espe- 
cially helpful to those present. 

It was decided to meet as often as seemed advisable, and 
owing to the various problems that confront the industry at 
this particular time meetings were held regularly every Thurs- 
day during the month of September. This kind of cooperation 
and interest should certainly result in much good for the in- 
installation business in St. Louis. 
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INSTALLATION CODE 
NEARS HEARING 

After several conferences with the National Recovery 
Administration at Washington, the code of fair competition 
of the display installation industry has been revised to meet 
certain legal requirements of the administration and has been 
accepted as satisfactory by representatives of the National 
Display Installation Association. Deputy Administrator John 
W. Power, has been in charge of this code and advises that 
public hearing on it can be expected very shortly. In its 
revised form the code contains the essential trade practice 
clauses which will make possible the elimination of many 
abuses of the industry. The administration of the code under 
the new setup will be under a “code authority,” consisting 
of six members nominated and elected by all units of the 
industry who assent to the code and agree to pay their pro- 
portionate share of the administration costs. 


ee <p 


CHICAGO DISPLAY CLUB 
Reported by 
L. A. WOODS 

A very interesting meeting of the Chicago Display Club 
was held on Monday evening, November 6, which was fea- 
tured by an illustrated display talk by Carl S. Balcomb of 
the display staff of Montgomery Ward & Co. The club also 
discussed the reorganization plans of the I. A. D. M., and felt 
confident that as soon as promotional activities were launched 
that much progress would be made. 

President J. W. Campbell president at this meeting, and 
stated that the Chicago Display Club would continue to lend 
its complete cooperation and support to the I. A. D. M., 
because it is only through a strong national organization 
that the display profession can best be served. 





CINCINNATI DISPLAYMEN 
ORGANIZING CLUB 

The displaymen of greater Cincinnati have held several 
enthusiastic meetings recently and have decided to organize 
a local club to affiliate with the I. A.D. M. A. H. Williams, 
McAlpin Co.; Wm. Arinow, Shillito’s, and Max Safir, Smith- 
Kasson Co., have taken an active part in this work, which 
culminated in a most interesting meeting at the Club Latin, 
November 2, at which the following were nominated for offi- 
cers: For president, Wm. Arinow, Shillito’s, and Wm. 
Stephens, The Big Store; for secretary, A. H. Williams, Mc- 
Alpin Co., and Sid Goldberg, Irwin’s & Kline’s; for treasurer, 
Roy Edwards, Kroger Grocery & Baking Co., and Max Safir, 
Smith-Kasson Co. N. Silverblatt, DISPLAY WORLD, has 
acted as chairman during the organization sessions, and A. H. 
Williams as secretary. Practically every display manager 
of the city has signified his intention of joining the new asso- 
ciation. Watch Cincinnati. 





REQUA GOES 

TO PHILADELPHIA 
Roy J. Requa, display manager, Bloomingdale’s, New 

York City, has resigned and will shortly join Lit Bros., Phila- 

delphia, in the same capacity. Samuel Blum, formerly. with 

the display personnel at Bamberger’s, Newark, will succeed 

Mr. Requa at Bloomingdale’s. 





NEW YORK REVIVES 
METROPOLITAN DISPLAY CLUB 

An enthusiastic gathering of displaymen met at the Hotel 
New Yorker, November 1, to revive the Metropolitan Display 
Men’s Club, which has been inactive for some time. Clement 
Driscoll, executive director, American Lace Manufacturers 
Association, gave an inspirational address on the powers of 
organization and the many benefits that accrue therefrom. He 
gave a thorough review of results accomplished by associa- 
tions with which he has been identified. 

A complete report of the Chicago emergency meeting of the 
I. A. D. M. was given by V. W. Sebastian, DISPLAY 
WORLD, in which he enunciated that progress for the dis- 
play profession could only be gained by spontaneous and vol- 
untary efforts in helping themselves. Many reasons were 
advanced as to how results could be accomplished through the 
work of the club. 

‘J. Graham Waters, honorary president, who has worked 
tirelessly to bring about this display revival in New York 
City, was especially forceful in pleading for real cooperation 
and support at this critical point in display history. In clos- 
ing he gave the following points in support of the need of 
an active organization: 

1. The organization of the New York Metropolitan Display 
Men’s Club that will include in its membership only: Display 
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MAKE A START 





FOR 1933 


After the adjustments of the past year or two, there is a very 
definite interest among individuals and businesses to make a 
new start and to build for a future. 
Now is the time for you to fight a battle for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 
We Solve Your Problem With Our New 
Home Study Courses. 

Because you can pay in small installments worked out to meet 
your financial condition. Write us fully about your ambitions 
and present conditions and we will try to help you be prepared 
for better times when they arrive. 

THE KOESTER SCHOOL 

Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 


ANIMATE with 
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Like Magnets Anywhere—50c per 100, Retail! 


Place the STIX-TEX Magnet-like letters against any background— 
and ther stick there—on anything—glass, wood, fabrics, cardboard, 
etc. The letter holds absolutely firm but can be removed like a real 
magnetized letter and can be used over and over again—indefinitely. 
First cost is last cost. - 

Send 50c for sample set. Distributors and salesmen wanted. 


ERROL-SCHENKEL, 139 Fifth Ave., New York City 





executives, display assistants, display service officials and 
installation displaymen. 

2. To elect a group of officers that will work for the wel- 
fare of this club, displayman and his profession, and assure 
authorative cooperation. 

3. The establishment of club headquarters that will have 
the prestige to draw membership. 

4. To have meetings that will interest the displaymen. 

5. To establish an employment department. 

6. To help its membership in time of need, sickness and 
when help is most needed. 

7. The assurance of social activities for you and the women 
folks. 

8 To have closer affiliation of one displayman with 
another, and help our employers with better craftsmanship. 

9. To have educational programs that will help the dis- 
playman to increase his knowledge, through demonstrations, 
talks and other media. 

10. The absolute cooperation of every member, which 
these points will assure, would result in the certain coopera- 
tion of not only the membership but the entire display craft. 

11. That benefits that may accrue to us under section 7a 
of the National Industrial Recovery Act may be obtained by 
cooperation between the members and their employers, with- 
out the aid of outside labor organizations and their repre- 
sentatives. 


ADLER-JONES 
TO MOVE 

After ten years at their present location, the Adler-Jones 
Co., well known display creators, will move to larger and bet- 
ter quarters about December 1. When asked about the move, 
T. I. Adler, president, said: “For seventeen years we have 
kept everlastingly at creating new designs and ideas in dec- 
oration for our many customers. Throughout the depression 
we kept our organization intact, mailed our regular catalogs, 
and kept our salesmen on the road. Now, with steadily in- 
creasing business, we need larger and better quarters. We 
will occupy two complete floors at 521 So. Wabash Ave., 
directly behind the Congress Hotel, close to the retail center 
of Chicago, where we shall install new facilities and machin- 
ery in order to serve our customers even better.” 
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1. The Development of Window Display Advertising. 

2. More Display Cooperation by Manufacturer and Merchant. 
3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession and Industry. 
5. Appreciation of Display’s Power in Merchandising. 
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THE TEN DISPLAY 
COMMANDMENTS 


Perhaps the first step to be taken by display in its re- 
habilitation is the development of a new code. Industry, all 
around us, is and has reorganized; many new codes have 
been devised, tried, and found practical. Display has been 
working for many years without a code of any practical 
nature. When display, in the past, considered the ability of 
a new craftsman, it was through the eyes of a MEMBER- 
SHIP in either a local display club or the I. A. D. M., and 
the craftsman’s display ability was never considered impor- 
tant or essential. It goes without saying that many men who 
today call themselves displaymen are not capable of mer- 
chandising windows—they might be able to TRIM A WIN- 
DOW, but their “Point-of-Sale” ability is just about as pro- 
ductive of merchandise sales as is their title, “Window Trim- 
mer.” We are not saying that many men with such titles 
will not develop into real displaymen with sales productive 
ability; but we are saying that too many men have entered 
the fraternity of display on a shoe string, and that shoe string 
has become, through misdirected efforts, so full of knots 
that the entire profession is beginning to reflect the appear- 
ance of “The Forgotten Industry.” 

Display must get a firm grip upon display! Display must 
weed out those unfit to practice display! Display must make 
display so valuable and so necessary to retailers that only 
those men truly understanding and appreciating display can 
qualify to carry display’s banner! Display is just as impor- 
tant to retail sales as is advertising, but where do you see 
the apprentice of advertising writing advertisements, while 
the apprentice of display trims more windows than does the 
qualified display director? 


THE NEW DISPLAY CODE 

Perhaps the new display code should be stated in the form 
of ten commandments. These commandments will seem silly 
and foolish to many displaymen, but if they can only be 
appreciated for their true worth, if they can only be estab- 
lished and used as a display doctrine, many of the ills now 
attacking the display profession can be cured. Of course, it 
will take time; but display has already wasted so much, so 
very much time in trying to catch the elusive willo’-the-wisp 
of executive display that a little more time spent in actually 
“taking stock” of display will do more good than harm. ° But 
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here are our TEN DISPLAY COMMANDMENTS; do they 
apply to YOU? ; 


THE TEN DISPLAY COMMANDMENTS 


1. THOU SHALL KNOW DISPLAY! 

There is so much more to display than just display. There 
is a reason for everything in display. Do you know every 
reason for display? Can you answer every question per- 
taining to display? If you can’t, you DON’T KNOW 
DISPLAY. 


2. THOU SHALL TALK DISPLAY! 

The best way to know display is to talk about display; and 
the best people to talk to about display is your own display 
staff. Do your display assistants understand what you are 
doing when you merchandise a window, or are their actions 
merely automatic? Do they know WHY they are doing what 
they are doing? If they don’t, they should. 


3. THOU SHALL DEMONSTRATE DISPLAY 
KNOWLEDGE! 

If you know display and can talk about display you will 
always be able to demonstrate display knowledge. Such dem- 
onstrations of display knowledge are necessary when you 
are called upon to tell your store executives WHY you plan 
to merchandise your windows a certain way—a modern way— 
when some executive has other plans. Also, if you can dem- 
onstrate display knowledge, it will no longer be necessary for 
you to decline when called upon to explain a certain display 
fundamental at a meeting of your own display organization, 
or at a national convention of your display association—too 
many displaymen today say nothing. 


4. THOU SHALL MERCHANDISE, MERCHANDISE! 

The power of the advertisement lies in the story it tells 
about the merchandise; the power of the show window should 
lie in the story it tells about the merchandise. Your cus- 
tomers are interested in merchandise; they buy merchandise; 
they want merchandise. Your customers are attracted by a 
certain amount of decoration, but display decoration—just 
like the decoration of the advertisement—must attract the 
customer to the merchandise and not to the pretty picture of 
the display. 


5. THOU SHALL ESTABLISH A DISPLAY BUDGET! 

If you are a displayman worthy of the profession, your 
display department operates on a definite display budget. 
There is nothing elusive about an advertising budget, and a 
display budget should be just as substantial. But, once you 
get a budget, or get your budget increased, treat it with re- 
spect. A display budget can pay big dividends in the pro- 
duction of retail sales, and once display in your store has 
proved capable of retail sales, you needn’t worry about your 
future. 


6. THOU SHALL DECORATE WITHIN YOUR 
BUDGET! 

The most certain way to eliminate a display budget is to 
simulate display costs. As a displayman you must know 
what your displays are going to cost; you must be able to 
figure costs, and you must be able to stay within your budget. 
You are much more apt to get your budget increased by 
decorating well with what you have than by always needing 
more. When you begin to need more, some executive starts 
looking for a leak. 


7. THOU SHALL SECURE SALES COOPERATION! 
There is a certain department in every retail store desig- 
nated as the SALES DEPARTMENT. This department con- 
trols sales; this department has at its command the figures 
of past sales performances; this department knows just when 
certain sales events will be staged. Display must work with 
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this department if the greatest amount of display efficiency 
is to be achieved. 


8. THOU SHALL SECURE ADVERTISING COOPER- 
ATION! 

Like sales cooperation, display must also secure advertis- 
ing cooperation. The advertising department plans its ad- 
vertising campaigns months in advance. Many advertising 
phrases and ideas can be introduced into the displays—ideas 
that will help to prove the effectiveness and sales productive- 
ness of display. Such ideas, to be effective, demand TIME 
for preparation. It is impossible for a display department to 
cooperate successfully with the sales and advertising depart- 
ments if this cooperation isn’t secured until HOURS before 
an event. Sales and advertising don’t wait for display— 
display must secure that cooperation. 


9. THOU SHALL COOPERATE WITH DISPLAY! 

Many times in the past, perhaps, you have been called 
upon by worthy displaymen in your territory who are trying 
to form a local display club which will in turn forge but an- 
other link in a national organization. Your help has been 
solicited in assuring display leadership, but what has your 
response been? DISPLAY WORLD pays tribute to the fine 
group of men who not only answered this request in the past 
with, “I’ll be only too happy to cooperate with the local 
group in the organization of a local club,” but, unfortunately, 
strength in numbers has always gone to the camp of the 
enemy—‘I’ll be glad to help, but I’ll probably always be too 
busy.” (It doesn’t take courage to be TOO BUSY.) 


102. THOU SHALL COOPERATE WITH THE 
5.4. D,. Mt. 

We speak of the I. A. D. M. as it is the only national 
display organization in America—perhaps we should say, “IT 
WAS the only national display ,organization in America!” 
The I. A. D. M. is not functioning today only because YOU 
haven’t supported it. The books of the I. A. D. M. show the 
names of many displaymen who consider themselves executive 
displaymen who haven’t paid their dues for years; and yet 
these same displaymen, when asked to support the activities 
of the I. A. D. M., say, “What good wili it do me?” Yes, 
what good will the I. A. D. M. do any displayman in its 
present condition? We can’t say that the executive secretary 
hasn’t done his part in attempting to keep the organization 
going, nor has a certain group of display-conscious display- 
men; but lack of display cooperation has finally dampened 
the ardor of display’s most worthy adherents. There was a 





NON-STOP MOTORED 
TIME SWITCH 

Of especial interest to department and specialty stores and 
window displays and other users of time switches is the an- 
nouncement of the new time switch which, according to its 
distributors, the Walser Automatic 
Timer Co., New York, N. Y., is “as 
new in principle as it is accurate 
and dependable in operation.” 

The UTILITY, Model No. 89, 
though it combines the advantages 
of both motor and spring power, is 
not a self-winding, but a strictly 
motor-powered movement, which 
continues to give accurate time and 
reliable service despite current fail- 
ures and slight variations in current 
frequencies. 

In its unique design the UTIL- 
ITY claims to meet the more gen- 
eral time switch requirements of a 
wider field, reducing thereby the 
need for special models. Concen- 
tration on the production of stand- 
ard models reduces manufacturing 
costs and makes this high-grade 
time switch at a low price possible. 
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HOSIERY DISPLAYS 
THAT SELL 





Are Easily Created With 
FAIRY FORMS 


Reproduced is a hosiery unit display created by 
T. Willard Jones, display manager, Phelps Shoe 
Co., Shreveport, La. Such interesting arrange- 
ments are difficult to obtain without the use of 
self-standing, modeled hosiery forms. 


FAIRY FORMS meet every requirement for the 
effective display of hosiery. There are many 
models available for either Women’s, Men’s or 
Children’s styles. 


In no other way can one so attractively display 
the beauty and quality of hosiery as on these 
life-lyke forms. Limitless arrangements are pos- 
sible that will attract and sell your prospective 
customers, 


Display managers everywhere are using them 
with equal effectiveness. Order from your jobber 
or write direct for full information, 


SHOE FORM CO.. Inc. 
AUBURN, N. Y. 











—A most novel and ingenious display help is this 
Coca-Cola unit. Combining radio entertainment with 
selling, this two-foot-high replica of the Coca-Cola 
bottle is aimed at soda fountains and confectionery 
stores. It is molded of General Plastics’ scarlet Durez, 
houses a five-tube Crosley chassis. Sold direct by 
Crosley with Coca-Cola cooperating in its promotion.— 


This display for Chic Nail Polish and F-O Nail Beau- 
tifier assumes that women know the story of liquid nail 
polish and will be swayed to a particular brand through 
subtle suggestion that the beauty of graceful hands is 
enhanced by beautiful nails. The display effectively 
solves the problem of focusing attention on small units 
of merchandise by the centerpiece built on the sky- 
scraper principle which dominates the display. Pro- 
duced by Einson-Freeman Co., Inc., Long Island 
City, N. Y.— 
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—This Houbigant display is a beautiful example of simplicity 
and color scheme, harmonizing the dull effect so necessary 
in the description of the product. The shelf arrangement 
permits excellent display of the actual packages. The 
patented construction is strong, fool-proof and easy to set up. 
Displays of this type prove the progress that has been made 
in manufacturers’ display installations. Produced by Brett 
Lithographing Co., Long Island City, N. Y. 


| PRENDLY FIVE SHOES. 





—A display service for FRIENDLY FIVE shoes that won 
dealer acceptance. Background in five colors on kid cloth, 
stretched on frame of lumber covered with 100 point board. 
Set of five shoe platforms made of heavy cardboard covered 
with apricot jaspe cloth. Edges bound with black tape. 
Designed to be used in innumerable combinations. This was 
the first of a series of panels supplied regularly to subscribing 
dealers who pay part of the cost. Produced by screen process 
by W. P. York, Inc., Aurora, Ill. 
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Winchester Display 
For Fall 


A NEW fall gun and ammunition display is announced by 
Winchester for distribution about the middle of July. An 
unusually striking, colorful cutout has been produced, which 
is nevertheless extremely simple in design, easily set up and 
economical of window space. The outstanding feature is the 
center picture, which is a reprceduction of a splendid oil paint- 
ing of an unusual story-telling hunting scene, painted by 
Arthur D. Fuller. The rich autumn coloring of the landscape, 
and bright plumage of a pair of pheasants rising in the fore- 
ground combine an effect which has unusual attention value. 
The story told by the picture is one which will appeal to 
every hunter. A boy in his ’teens, out hunting with his beagle 
hound and his new Winchester .410 gauge repeating shotgun, 
has been on the trail of a rabbit. Two pheasant hunters, 
hearing the dog and seeing the boy coming along, have caught 
up their bird dogs and waited at one side to let the boy go 
by on his rabbit hunt. The artist has taken for his picture 
the dramatic moment which arrives when the rabbit, speeding 
ahead of.the slow-going beagle, flushes a pair of pheasants— 
the running rabbit and the rising pheasants appearing large 
in the foreground of the painting. 

The scene is one which is typical of many different hunting 
districts throughout the country, and will appeal very strongly 
to all lovers of hunting. In addition to telling a good story, 
it brings out the ardent hunting instinct of the younger gen- 
eration, and reflects good sportsmanship on the part of elder 
sportsmen. 


The display is in the form of a single piece hinged cutout, 
there being three hinges. The center picture is hinged in the 
middle and when set up recedes to a center apex. A cutout 
bar at the top extends across, joining the two halves, and 
bears the legend “Winchester Guns and Ammunition.” A 
similar cutout below, outlining a log in the foreground, the 
running rabbit and a pheasant, also extends across and joins 
the two sides of the picture. These cutouts give the picture 
stereoscopic effect, which increases interest in the display and 
adds more action to the running rabbit and rising pheasants. 


The two side panels feature respectively a rising mallard 
drake and a running white-tail buck. Below these pictures, 
which, like the center picture, are in full colors, the display 
presents large-size, full-color illustrations of six most popular 
Winchester guns and selections of shot shells and big game 
cartridges. The guns selected aie respectively the Model 12 
Winchester Repeating Shotgun of 12 gauge, Model 21 Win- 
chester Double Barrel Shotgun of 12 gauge, Model 42 Win- 
chester .410 Bore Repeating Shotgun, Model 54 Winchester 
Bolt Action Repeating Rifle, Model 64 Winchester Repeating 
Rifle, Model 63 Winchester .22 Automatic Repeating Rifle 
shooting the new high speed, and powerful .22 Long Rifle 
Winchester Super Speed or Western Super-X cartridges. 
Prominent among the shot shells illustrated will be noticed 
the new Winchester Super Speed Long Range shells, Leader 
and Repeater, introduced this year and especially interesting 
to wildfowl hunters. Another shell of great interest to the 
shotgun shooting public is the new Winchester 3-inch .410 
gauge Repeater Super Speed shell. This remarkable new 
shell, which is said to be the greatest improvement in shotgun 
shells ever made, increases the efficiency of the .410-bore shot- 
gun more than 100 per cent. It brings remarkable power to 
.410 shooting, and will be very extensively used for small] 
game. 


The new Winchester display.is 41 inches wide by 31 
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‘WINCHESTER — 


GUNS and AMMUNITION 








inches high, reproduced by lithography in eight colors, and 
besides being exceptionally attractive is unusually adaptable 
to all styles of hunting goods window displays. Dealers 
wishing to write for this display should address Advertising 
Department, Winchester Repeating Arms Company, New 
Haven, Conn. 





FRAZIER NOW AT 
DAYTON, OHIO 

Roy L. Frazier, for many years display manager for 
Goldstein Bros., Indianapolis, Ind., now occupies a similar 
position with the Johnston-Shelton Co., The Home Stome, 
Dayton, Ohio. 








“STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for October 1, 1933. 


State of Ohio, County of Hamilton. 


Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Siiverblatt, who, kaving duly been 
sworn according to law, deposes and says that he is the Business 
Manager of the Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, manage- 
ment, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in sec- 
wet 411, Postal Laws and Regulations. 


That the names and addresses of the publisher, editor, managing 
otiiae and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Jack T. Chord, 
1209 Sycamore St., Cincinnati, Ohio; managing editor, Jack T. Chord, 
1209 Sycamore St., Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2’ That the owners of The Display Publishing Co., 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; Maude 
Menefee, 3521 Raymar Blvd., Cincinnati, Ohio; Stella Silverblatt, 729 
S. Crescent Ave., Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
owners owning or holding 1 per cent or more of the total amount of 
bonds, mortgages or other securities are: (If there are none so state.) 
There are no bondholders, mortgagees or scurity holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security. holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upen the books of the company as trustee or in 
any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant has no reason to 
believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds or other securities 
than as so stated by him. 

NATHAN SILVERBLATT, Bus. Mgr. 

(SEAL) 


Sworn to and subscribed before me this 28th day 
of September, 1933 
C. M. PRICE, 


Notary Public, Hamilton Co., Ohio 
(My commission expires December 20, 1933) 
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The Humorous Ansle 


By HARVE FERRILL 
President, Creative Displays, Inc., 
Chicago, IIl. 


Tuere is much talk these days about continental displays. 
I prefer the unconventional display, particularly if it gets over 
the selling appeal in a humorous way. There is too little 
humor in the world as it is. More people see comedies for 
entertainment than they do drama. Why not take a leaf out 
of the showman’s book and give the people a smile while 
selling them. 


The display illustrated indicates the reason for such pref- 
erence, The idea has been created by our designer, Mr. Her- 
bert Klein. To me, it typifies all that a good selling window 
should be. It tells the story at a glance. It is different! 
That is what people like. Consequently it will get more at- 
tention than the display that is not different. 


Picture the average dog food display with its prosaic 
illustrations and the usual copy about the purity and goodness 
of the food. Generally, it doesn’t “click” the way it should. 
This is not always due to the quality of the display pieces. 
Frequently, it is the fault of the background devised for the 
setting. Just crepe paper is seldom enough. 


Now consider the display under discussion. The dog 
house gives the display the proper setting. The dog strain- 
ing at the leash to get to the food certainly indicates his desire 
to get at something which he knows is exceedingly good. 
The cock in his eye, his extended tongue, and his very pose 
shows that he is a smart dog and knows a good thing when 
he sees it, 


Since he is the type of dog which is properly described as 
“cute,” every man, woman and child in the vicinity of this 
display will be enthusiastic about the display and the product 


‘price will not be the obstacle we have come to regard it. 





it features. The fact is, a good many of the neighborhood 
pet dogs will have a look as well. 


This display is as simple to devise as it is effective in 
results. All of the material used is available to all display 
service men, The dog kennel is made of corrugated paper with 
a lath frame for support. The dog leash is made of a twisted 
strip of crepe paper. The dog is made of frizzed crepe paper 
wrapped around a lath frame. His eyes and tongue are card- 
board suitably painted. The background is of corrugated paper 
sprayed with an air brush. The can of dog food is setting 
upon a pillar of the same material. The space marked “Adver- 
tising Space” is for the message which the manufacturer 
wishes to have appear. 


A display of this kind is the best type of advertisement a 
service can have. Unfortunately, the average display service 
is not in a position to expend huge sums for the purpose of 
advertising their wares. A reputation for devising displays 
that make people stop and look, and enter to buy the product 
featured is a fine way to overcome the inability to advertise 
as much as we all should, The art of creating displays of 
unusual merit is not limited to any particular locality, nor 
does it depend on the size of the service company. Hard 
thinking and intelligent work is all that is required. 


The best and quickest way to bring back profitable busi- 
ness is to work out displays that loosen the prospect’s purse 
strings. The average prospect when viewing a display of the 
unusual type will generally buy the display in spite of you. 
He will know how it will impress people in his territory and 


SS Se eh eR RR Me 
SF side en aie Raa DUA iia sigs Sie cores ea aay ? 


es 
a 














oS iGisiate 3 ce 


* 


3 eeeee me 





November, 1933 





DISPLAY WORLD 





31 


OPPORTUNITY EXCHANGE 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 





Position Wanted — Displayman to take 
charge of studio or shop. Creator, pro- 
ducer, installer, modern window and store 
display. Operated own studio 7 years, 3 
years specializing drug and chain store 
merchandising displays and national ad- 
vertising installations. Age 40; married. 
Go anywhere. Address “G. S.” Care 
DISPLAY WORLD. 


POSITION WANTED—Displayman who 
is a high-class trimmer, expert background 
man and card writer; 12 years’ exp.; 32 
years old; married. Qualified to serve as 
display manager of small department store 
or specialty shop. 
Address “D. F. H.” 
Care DISPLAY WORLD 

151 5th Ave. ‘New York City 








MENFINDERS 


WORLD WIDE EMPLOYMENT SYSTEM 
416 U. S. Nat. Bank Bldg. 
Denver, Colorado 


POSITION WANTED 
Displayman and card writer, capable of 
assuming full charge of display depart- 
ment. Koester School graduate of 1922. 
Will go anywhere, and can submit sam- 


Position Wanted — Combination window 
trimmer and card writer with 12 years’ 
exp. in the dept. store display field. Can 
design and construct own backgrounds, do 
poster work, any kind of sign or card 





ples of work on request. work. Five years’ exp. in crepe paper 


Solving Employer 
Personnel Time & Money Address “M. A. 
Problems Saving Service Care DISPLAY WORLD 


oO. N.” display. Married; aged 35; salary $25 ; 
IRL Preferably location in Iowa or Minnesota. 
A-1 ref. “L. D.””? Care DISPLAY WORLD. 








sign and construct modern interiors and 
backgrounds, etc.; also paper mache and 
mechanical work. Will go anywhere. 
Address “A, L.” 
Care DISPLAY WORLD 
151 5th Ave. New York City 


cellent reference. 


POSITION — ea mg a 5c POSITION WANTED AIR BRUSH WANTED 
years exp. ast position with one o : a is i i - 
New York’s largest dept. stores. Can de- Department store display manager, ten Department store is interested in pur 


years last position. Capable of assuming chasing a De Vilbiss portable AIR. 


full charge of display 


Address “D. A. F.” 
Care DISPLAY WORLD 


BRUSH with 2 cylinder compressor. In- 
terested in a used model in first-class 
condition. 
J. MERRELL, WOLF WILE CO., 
Lexington, Ky. 


department. Ex- 








POSITION WANTED 


card work on request. 
Address “F. L. B.” 
Care DISPLAY WORLI 











POSITION WANTED WANTED 
Displayman and_ Cardwriter; experi- Interior and show window display de- 
enced in specialty displays. Will go any- signer. Seven experience with Large size Embossograph Show cos 
where, but prefer middle west. Age, 24 architectural training. Can supervise con- Machine with type, also K-8 Cutawl, both 
years; married. Samples of window and struction. must be in Al condition. Will pay cash. 


Address “S. N. A.” 
Care DISPLAY WORLD 


Address “M. E. G.” 
Care DISPLAY WORLD 





























CODE PROTECTION FOR 
DISPLAYMEN REQUESTED 

Feeling that the display profession was not given due 
consideration in the recently approved Retail Code, the 
Shreveport Display Men’s Club, Shreveport, La., through its 
secretary, J. M. Macrel, filed the following petition with the 
National Administration at Washington: 

“The Display Men’s Club, of Shreveport, earnestly re- 
quest further consideration be given displaymen and their 
well-earned rights in the new merchantile code. We re- 
quest this because of the fact we have spent many years 
of our life in attaining and maintaining a highly and widely 
recognized vocation, which is absolutely indispensable to the 
modern merchant, and therefore believe we are justified in 
feeling, not only as a club but also as individuals, that we 
have not had fair consideration by the NRA, pertaining 
to hours and to salary. 

“After making a thorough survey of existing conditions 
in a greater portion of Louisiana this club has found that 
there have been no new jobs created through the efforts of the 
NRA, that salaries have not been increased in favorable com- 
parison to other highly skilled vocations, and working hours 
have not been lessened enough to justify employing addi- 
tional help. 

“According to the recent statistics furnished by the Inter- 
national Association of Display Men, with which this club is 
affiliated, there are at present almost 10,000 displaymen out 
of work, and as the NRA code now stands it is impossible 
to put these men back to work. We therefore suggest a 
special and definite classification adhering strictly to forty- 
eight hour weekly schedule and the following wage scale:” 

The wage scale proposed ranges from $45.00 to $25.00 
per week, depending upon size of city and size of store, and 
space does not permit the presentation of the complete wage 
proposal here. 

As soon as the reorganization of the International Asso- 
ciation of Display Men is effected as provided for by its 
emergency meeting at Chicago, October 8, the display pro- 
fession will have a more influencial instrument to voice its 
protests and get the consideration merited. All displaymen 
should enroll at once in the I. A. D. M. by communicating 
with J. D. Williams, 509 So. Franklin St., Chicago. 











AN APPEAL TO 
PACIFIC COAST DISPLAYMEN 


Tue Pacific Coast Association is proud to say that its mem- 
bership is increasing daily and now with certain new develop- 
ments as shown in the new retail code, the new membership 
should increase more rapidJy than ever before. The men ip 
display work must realize now, of all times, the absolute 
necessity of organization. We must unite to work as a group, 
not as individuals, Individually no one can accomplish dis- 
tinction for their work and that is just our claim. We are 
striving to gain recognition, to raise our positions to a level 
of which w ecan be proud. 5 

The officers, who are located in Seattle, have been meeting 
regularly, still trying to achieve the impossible. Impossible, 
so it seems, for we still are not contacting enough men in this 
Pacific Coast Empire. May we make this plea to you display 
managers—bring this matter up before your trimmers, helpers, 
wax dressers and card writers, show them why they should 
make the utmost effort to join the Coast’s Association. The 
dues for one year are so small it should not press anyone 
financially. Send in one dollar with name, position, and ad- 
dress to Mr. Floyd Tucker, care of Livingston Bros., Seattle, 
Wash., and we will immediately send you your membership 
card. 

In the very near future, thanks to the committee working 
on this, we hope to issue each month to all paid-up members, 
a bulletin free of charge. This will be of paramount value to 
you as it will contain the advertising of all the leading manu- 
facturers and all the business accomplished by the associa- 
tion’s officers. It is also hoped to establish an employment 
clearing house through this bulletin, helping those members 
who are unemployed. This little bulletin should prove a closer 
contact with the officers and members. Articles or sugges- 
tions will be welcomed by the bulletin committee. 

To go back to our main theme, we must have you in our 
own association. Our code as sent in to Washington, D. C., 
was Officially acnkowledged, but in order to have it accepted 
for consideration we must have a large enough paid-up mem- 
bership worthy of representing the display profession on the 
Pacific Coast. This is not our own idea but actually one of 
the demands made upon us by the authorities in Washington, 
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D. C., wherein they asked us for the actual percentage repre- 
sented by the P. C. A. D. M. You displaymen must see how 
imperative it is that you join immediately, in order to help 
yourselves and your fellow-man. 

Unfortunately we cannot present the actual picture on 
paper, but believe us when we admonish you to consider your 
position, your salary, your hours, your future, we are not 
trying to build up merely a social display group. We are 
trying to establish one that will function and continue to 
function to your own individual benefit. 

Do your duty and join now. Tell your associates as there 
are many who unfortunately do not have access or the op- 
portunity of reading this magazine. 

Respectfully yours, 
Floyd Tucker, Secy.-Treas. 
Pacific Coast Assn. of Displaymen. 
November 7, 1933. 


em 








NEW, ILLUMINATED 
DISPLAY FIXTURES 

For the first time the use of neon illumination has been ap- 
plied to display fixtures. Shown here is one of twelve stan- 
dard designs, the tube illumination being in red, rose or blue, 
at the option of the user. Light and color convey an appeal 
to the emotions that promotes purchases. Never before has 
the merchant had so admirable a means of using light, color 
and display to actually make sales. These display units are 
called Display-Lights and are manufactured by the Display- 


- Light Manufacturing Co., Bridgeport, Conn. 





MACDAID LEAVES 
DENNISON 

After seventeen years identity with the Dennison Mfg. 
Co., Framingham, Mass., James J. Macdaid severed his con- 
nections with that company on November 1. Mr. Macdaid is 
widely known in display installation circles, for in the 
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capacity of service manager for the crepe paper department 
of Dennison, he traveled the entire country in the interests 
o’f Dennison crepe paper. His expert facility in the handling 
of crepe paper for display work enabled him to convince many 
advertisers of the effectiveness of this decorative material for 
all national advertiser installations. He gave demonstrations 
in crepe paper technique before conventions, display clubs and 
similar organizations. Mr. Macdaid has not yet announced 
his future plans, 





BLOCKART COMPANY’S 
NEW DISPLAY ITEMS 

In addition to its block letter sets, which have won wide 
acceptance by the display profession, the Blockhart Co., New 
York City, has introduced a new pricing item. A set of 
nickel-plated numerals in two sizes, supplied with retaining 
bases, makes a smart changeable pricing method for dealers 
looking for a distinctive method of showing prices for win- 
dow or interior use. Two additional general display items 
have been announced, a very smart assortment of metal cov- 
ered chromium display mouldings and a line of display papers, 
including foils, velours, pearls, flints, etc. It is the intention 
of this company to add from time to time various items in the 
general decorative field, so that it may become the head- 
quarters for this type of material. 





SEATTLE DISPLAY MEN’S CLUB 
Reported by 
W. C. STEWART, Secretary 

The Seattle Display Men’s Club held a dinner dance at 
the Seattle Elk’s Club, Saturday night, October 14, 1933, 
with over 250 displaymen, their wives and friends in attend- 
ance. A mighty fine time was had by everyone, and another 
dinner dance was requested in the very near future. 

At the last two weekly meetings plans have been formu- 
lated and well advanced fcr an employers’ night, to be held 
early in January. At this meeting the Seattle displaymen 
will endeavor to put over their motto: 


Better Displaymen 
Better Displays— 


Better Displays 
Better Business— 


Better Business 
Better Salaries. 


At last week’s meeting we had a report from J. A. 
Melbostad, Rhodes Bros., Tacoma, Wash., on the I. A. D. M. 
convention, held in Chicago, which was very well received. 
At present the club is holding a meeting every week, and 
interest is at a very high point. Even with the Christmas 
work in full swing the members are attending in full force. 
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ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 


DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 






















CODY, WY0O.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. : 








ARIZONA—Codd Advertising Service, 16 North Scott St., Tucson. 
Include Tucson in your next campaign. 


COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 








AUSTIN, TEXAS—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 














CINCINNATI. 


WINDOW DISPLAY 
INSTALLATIONS FOR 
NATIONAL ADVERTISERS 


| CINCINNATI DISPLAY SERVICE 
Walter G. Vosler 
519 MAIN STREET CINCINNATI, OHIO | 

















CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 


HUNTINGTON, W. VA—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
““Merchandised Window Displays.” 





NEW ORLEANS, LA—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd | 














OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa, and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. llth 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Disptay. Sat- 
isfactory service for Western Virginia. Write for map. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 











WE can install your window 
displays any place you want 
them, any time you want them, 
in more than four thousand 
.. cities and towns throughout the 
~ United States. One letter and 
one contract does the whole 


job. 


For more than five years we 
have satisfactorily installed 
several hundred campaigns for 
scores of advertisers. 





Ask us-for details and literature. 


WINDOW ADVERTISING, Inc. 


560 W. Lake Street 300 Fourth Avenue 
Chicago, Ill. New York, N. Y. 














